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Editor’s Note

Prioritising Brand, Workers and

Corporate Well-Being

n 2026, the global landscape for

businesses is poised for significant

transformation, driven by economic

shifts, technological advancements,
and evolving consumer expectations. For
Nigerian, African, and international
companies alike, prioritising brand
integrity, worker well-being, and
corporate health is not merely a moral
choice but a strategic imperative.

Nigeria's economy is projected to grow at
a steady pace, with forecasts predicting a
GDP expansion of around 3.2 per cent in
2026. This growth presents both
opportunities and challenges. Companies
that focus on fostering a healthy, engaged
workforce will be better positioned to
seize emerging market opportunities.
When employees are well-supported, they
are more productive, innovative, and
committed to delivering much more.
Moreover, healthy workers reduce
absenteeism and healthcare costs,
contributing positively to the bottom line.

Across Africa, the trend is clear: nations
are investing heavily in infrastructure,
digital connectivity, and human capital
development. These investments will
accelerate economic integration across
the continent, creating a fertile
environment for brands that prioritise
health and well-being.

Similarly, consumers are increasingly
conscious of brands that demonstrate
social responsibility and genuinely care
for their communities and employees.
Companies that embed well-being into
their organisational culture will not only

attract top talent but also build loyal
customer bases.

Globally, the emphasis on corporate
well-being is intensifying, especially in a
post-pandemic world where health has
become central to corporate reputation.
The most successful brands in 2026 will
be those that maintain continuous
engagement with consumers, ensuring
that their offerings are aligned with
health-conscious lifestyles. This means
investing in product integrity, transparent
communication, and adaptive marketing
strategies that highlight a commitment to
health and well-being.

From an economic perspective, 2026
presents a unique window of opportunity.
As markets recover and expand,
businesses that prioritise their brand
health and workforce well-being will be
better prepared to capitalise on growth.
Ensuring that employees are healthy and
motivated translates into higher
productivity and innovation, which are
crucial for long-term sustainability.
Additionally, brands that actively engage
consumers in health-focused initiatives
will foster loyalty and drive competitive
differentiation in crowded markets.

In essence, health is wealth for
individuals, organisations, and
economies alike. Companies that
recognise this truth will not only bolster
their brand reputation but also build
resilient, agile organisations capable of
thriving amidst uncertainty. As we look
ahead to 2026, the message is clear:
prioritise your brand, invest in your
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workers' well-being, and cultivate a
corporate culture that champions health.
Because in doing so, you secure a
prosperous future for all.

In line with this reality, this edition
shines a spotlight on Health and
Wellness Brands, as well as businesses
in other sectors that are making
impactful contributions to Nigeria's
growing health industry and the overall
well-being of its people.

Packed with insightful industry reports
and expert analyses, this edition offers
readers a wealth of knowledge. Among
the highlights is the feature on Top 6
Health and Wellness Trends Driving
Business Growth, a must-read for
anyone eager to understand the forces
shaping the market.

We also delve into a pressing challenge
— the impact of counterfeiting on our
economy and businesses, with case
studies on some of the most affected
brands. This segment underscores the
importance of brand integrity and
consumer trust in today's competitive
landscape.

Beyond these compelling stories, the
edition is rich with diverse content
designed to inform, inspire, and
entertain. From Women Behind Brands
and Sports Marketing to Corporate
Social Responsibility (CSR), Spotlight
Features, Opinions, and Lifestyle pieces
— every page promises engaging
insights worth your time.

So, sit back, relax, and immerse yourself
in this specially curated edition. It's
crafted with you in mind.

Azeez Disw
Editor-in-Chief
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How Counterfeiting, Unverified Claims,

and Al-Generated Scams Are Eroding
Health Marketing

INDUSTRY TIDBITS

By Azeez Disu

igeria's marketplace has
become a dangerous
"fertile ground" for a
counterfeit epidemic that
threatens both the lives of its
citizens and the integrity of its
economic systems. Recent data
from the Standards Organisation
of Nigeria (SON) paints a grim
picture: counterfeit goods now
account for an estimated 40 per
cent of products in the Nigerian
market, resulting in annual
economic losses exceeding $20
billion. While the financial damage
is staggering, the human cost is a
deepening public health emergency.

The Lethal Allure of Unverified
Claims

The rise of digital media has
birthed a new frontier for
deception. The Advertising
Regulatory Council of Nigeria
(ARCON) has sounded a stern
warning against the "rising tide of
misleading advertising". Deceptive
practices now leverage Artificial
Intelligence (Al) to create
deepfakes of influential
figures—including President Bola

Tinubu, Pastor Enoch Adeboye, and
Nobel laureate Wole Soyinka—to
promote fraudulent "cures" for
chronic conditions like
hypertension, diabetes, and
prostatitis.

Dr Olalekan Fadolapo, Director-
General of ARCON, emphasises
that these schemes "prey on public
trust and leave consumers
vulnerable to significant financial
and emotional harm". The danger is
not merely financial; the promotion
of unverified health products by
influencers and "skit makers" has
led to severe medical challenges for
many citizens.

A Health Marketing Crisis

In the realm of health marketing,
trust is the primary currency.
However, this currency is being
rapidly devalued. A survey of 115
Nigerians revealed a "deep and
pervasive distrust," with 93
respondents admitting they do
not trust medicines sold in open
markets. This lack of confidence
forces a staggering 110 out of 115
respondents to prefer foreign-
manufactured drugs, believing
they are better regulated.

For legitimate brands, the impact is
devastating. Multinational and local
companies alike report massive
revenue losses as counterfeits, often
sold at lower prices, make
competition nearly impossible.

“Recent data from the Standards
Organisation of Nigeria (SON) paints a
grim picture: counterfeit goods now
account for an estimated 40 per cent of
products in the Nigerian market, resulting

in annual economic losses exceeding $20
billion.”

JANUARY, 2026
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Legitimate pharmaceutical
companies see their market share
diluted and their brand reputations
damaged by ineffective or toxic
versions of their products.

Regulatory Agencies on the
Frontline

The war against this menace is
being fought on multiple fronts by
Nigeria's key regulators:

e NAFDAC: The National Agency
for Food and Drug
Administration and Control
reports that approximately 17 per
cent of pharmaceutical products
in circulation are counterfeit. In a
decisive move, NAFDAC recently
shut down the Cemetery Market in
Aba, a hub for "Africa's largest
counterfeit wine and beverage
cartel," and destroyed fake products
valued at N15 billion in Oyo State.
Director-General Prof. Mojisola
Adeyeye warns that "criminal
elements" use harmful chemicals
and contaminated water to mimic
popular brands like Hennessy,
Coca-Cola, and Peak Milk.

e SON: Beyond its data on market
saturation, SON has confiscated
over N20 billion worth of fake
products in sectors ranging from
electrical cables to engine oil. Dr
Ifeanyi Okeke, Director General of
SON, notes that these products are
"life-threatening and injurious,"
contributing to building collapses
and fatal road accidents.

JANUARY, 2026

¢ FCCPC: The Federal
Competition and Consumer
Protection Commission focuses
on deceptive market conduct. It
recently uncovered substandard
sugar lacking mandatory Vitamin A
fortification—a deficiency that can
cause blindness. Executive Vice
Chairman Tunji Bello highlighted
recent raids on shops selling local
rice re-bagged as expensive foreign
brands, calling such practices
"exploitative" and "illegal".

¢ ARCON: ARCON is
aggressively monitoring social
media platforms to ensure all
advertisements are vetted. Dr
Fadolapo warns that the "era of
lawless advertising is over," and the
agency is now prosecuting those

who expose unapproved
advertisements.

The View from the Streets

Nigerians are increasingly vocal
about their frustration. An X user,
@Lord Of Warri, captured the
national mood, stating, "The death
penalty should be handed to
anyone who manufactures or
sells fake consumable products.
These people have killed more
people than many wars". Others
lament the daily struggle of
verifying basic goods, with one
citizen noting, "If you want to buy
baby formula today, you have to
spend more than 30 minutes
reading everything. This is not
life".

Experts like public health
researcher Thechilurum Ogodo
observe that Nigerians are
"navigating a pharmaceutical
environment filled with fear, doubt,
and suspicion". To restore the
heartbeat of the economy, Dr
Emeka Offor argues for
"comprehensive and coordinated"
judicial reforms and the adoption
of technology like QR codes and
blockchain to allow consumers to
verify authenticity in real-time.

Until enforcement matches the
severity of the crime, the "poisoned
pills" and fake promises on
Nigerian shelves remain a silent,
deadly threat to the nation's health
and its marketing future.
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Walk for Her: Advertising and Marketing
Industry Unite to Fight Breast Cancer

health challenge, with recent statistics painting a

sobering picture. According to the International
Agency for Research on Cancer (IARC), Nigeria
recorded 32,278 new cases in 2022, making it one of
the most affected countries in Africa. Tragically,
over 16,000 women succumbed to the disease in the
same year, underscoring the urgent need for
increased awareness, early detection, and accessible
treatment. The World Health Organization (WHO)
highlights that breast cancer is the most common
cancer among women worldwide, with incidence
rates rising rapidly in low- and middle-income
countries like Nigeria.

I n Nigeria, breast cancer remains a formidable

In an inspiring display of solidarity and proactive
health advocacy, Nigeria's marketing communication
industry has come together to champion the fight
against breast cancer. Women in Advertising (WIA),
an initiative under the umbrella of the Association of
Advertising Agencies of Nigeria (AAAN), recently
organised the “Walk for Her” breast cancer

awareness walk in Lagos. This event, held in
observance of World Cancer Day, exemplifies how
industry leaders are leveraging creativity and
communication to promote life-saving messages.

The walk, which brought together professionals
from various sectoral groups—including the
Experiential Marketers Association of Nigeria
(EXMAN), the Media Independents Practitioners
Association of Nigeria (MIPAN), the Outdoor
Advertising Association of Nigeria (OAAN), and
the National Institute of Marketing Nigeria
(NIMN)—was more than a symbolic gesture. Over
three hours, participants traversed key Lagos areas
such as Ikeja GRA, Opebi, Oregun, and Agidingbi,
culminating at the AAAN Secretariat in Alausa. The
route served as a moving reminder that the fight
against breast cancer must be ongoing, active, and
inclusive.

The event was packed with tangible benefits.
Participants received free breast cancer screenings,
while expert-led discussions focused on early
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